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Abstract
The internet has created a revolutionary impact in everyday communications and tran-
sactions. It is considered the fastest growing mode used to shop. Internet shopping is also 
TGHGTTGFVQCUQPNKPGUJQRRKPI1PNKPGUJQRRKPIKUCHCUVCPFGHſEKGPVYC[HQTEQPUWOGTU
to purchase products and services. The purpose of this research is to provide insight into 
issues related to online shopping. A survey was carried out among the public comprising of 
“Baby Boomers”, Generation “X” and Generation “Y” to identify their perceptions of online 
purchasing and the challenges they face with online purchasing. The results indicated that 
UQEKCNHCEVQTUJCXGCUKIPKſECPVTGNCVKQPUJKRYKVJQPNKPGRWTEJCUKPIDGJCXKQTQHVJGVJTGG
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IGPGTCVKQPU6JGTGUWNVUCNUQKPFKECVGFVJCVVJGEJCNNGPIGVJCVKUHQWPFVQDGOQUVUKIPKſECPV
by the three generations is the risk of credit card transaction. It is recommended that further 
research can be done to study the relationship between gender and online purchasing beha-
vior with a focus on the Malaysian scenario which is unique in its diversity of population.
All Rights Reserved © 2015 Universidad Nacional Autónoma de México, Facultad de 
Contaduría y Administración.
This is an open access item distributed under the Creative Commons CC License BY-NC-
ND 4.0.
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Resumen
La internet ha creado un impacto revolucionario en las comunicaciones y transacciones 
de todos los días. Se considera la modalidad de compras con el más rápido crecimiento. 
Las compras por internet son conocidas también como compras en línea. Las compras en 
NÈPGCGUWPCOCPGTCT¶RKFC[GſEKGPVGRCTCSWGNQUEQPUWOKFQTGUCFSWKGTCPRTQFWEVQU[
servicios. El objetivo de esta investigación es esclarecer los problemas relacionados con las 
compras en línea. Se realizó una encuesta entre el público que comprendía a representantes 
de la generación de “baby boomers” (generación de posguerra), generación “X” (nacidos 
entre 1965 y 1981, inicios de internet) y generación “Y” (-también “millennials-nacidos 
GPVTG  RTGFQOKPKQ FG NC VGEPQNQIÈC RCTC KFGPVKſECT UW RGTEGREKÎP UQDTG NCU
compras en línea y los retos a que se enfrentan con las compras en línea. Los resultados 
indicaron que hay una relación importante de los factores sociales con el comportamiento 
en las compras en línea de las tres generaciones. Los resultados indican también que el reto 
que encuentran las tres generaciones como más importante es el riesgo de las transacciones 
con tarjeta de crédito. Se recomienda llevar a cabo investigaciones adicionales para estu-
diar la relación entre género y comportamiento de compras en línea centrando la atención 
en el escenario de Malasia que es especial en su diversidad de población.
Derechos Reservados©2015 Universidad Nacional Autónoma de México, Facultad de 
Contaduría y Administración.
Este es un artículo de acceso abierto distribuido bajo los términos de la Licencia Creative 
Commons CC BY-NC-ND 4.0.
Palabras clave: Compras en línea; Percepción; Baby boomers o generación de posguerra; 
generación X y Generación Y
Introduction
Since the introduction of the internet in the early 1980s, it has rapidly grown 
FWG VQ KVUWPKSWGEJCTCEVGTKUVKEUQHƀGZKDKNKV[ KPVGTCEVKXKV[ CPFRGTUQPCNK\CVKQP
According to Ko et al., (2004) as well as Koyuncu and Lien (2003), the internet 
is a very useful tool for communication, entertainment, education, and electronic 
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trade. The is no doubt that internet is changing the way consumers shop and buy 
goods and services. According to Lim, Yap and Lau (2010), the internet has trans-
formed the way business is done for it now enables retailers to offer unlimited 
range of products and services to all consumers from around the world at any point 
KPVKOG6JG[CNUQYGPVQPVQCFFVJCVKVECPDGEQPUKFGTGFCUVJGOQUVUKIPKſECPV
direct marketing channel for the global marketplace. As a result, it is now rapidly 
GXQNXKPIKPVQCINQDCNRJGPQOGPQP
,JG1PNKPGUJQRRKPIECPDGFGſPGF
as a form of electronic devise for purchasing without any intermediary services 
(Gupta, 2013). Traditional shopping can be distinguished from online shopping 
for the former is a platform where one is allowed to evaluate purchases in per-
son prior to purchasing while this opportunity is absent in the latter. According 
to Gupta (2013), there are many online shopping websites such as EBay, yebhi.
EQOUJQRRKPITGFKHHHWVWTGDC\\CTEQOƀKRECTFEQOKPFKCPIKHVURQTVCNUPQTVJ
fesyenandyou.com and 99labels.com. He further asserted that EBay and Amazon.
com, the US based companies have taken online shopping to an entirely new level 
and they are the largest online retail corporations. 
According to Joyce (2002) and Levitt (1983), technology and globalization 
make geography less relevant to consumption activities. There is no doubt that 
electronic commerce is shaking the root of business conventions in the current 
century. The development of the World Wide Web created a new sales channel for 
retailers, and thousands of companies have attempted to take advantage of this new 
method for reaching customers (Browne, Durrett and Wethebe, 2004). As a result 
QHVJKUVTGPFCNOQUVGXGT[ſTOVJCVJCUNCWPEJGFQPNKPGDWUKPGUUQTRNCPUVQFQUQ
is eager to know how to get in touch with more online buyers as much as possible 
(Sophia, Wong and Wong, 2006). However, it must be noted that since online 
transactions must be conducted through computer networks, an online buyer must 
DGKPVJGſTUVRNCEGYKNNKPICPFECRCDNGVQQRGTCVGCEQORWVGT5QRJKC9QPICPF
Wong (2006) also added that a virtual store has advantages over a brick-and-mor-
tar store in its ability to offer consumers more choices of products / services, sa-
VKUH[EWUVQOGTUŏURGEKſEPGGFUTGFWEGUGCTEJEQUVUCPFRTQXKFGOQTGEQPXGPKGPV
delivery and payment arrangements.
6JGQDXKQWUDGPGſVUQHQPNKPGUJQRRKPIJCUTGUWNVGFKPVJGKPETGCUKPIPWODGT
of internet users for this purpose. According to Jhe (2014), this growing number 
indicates the growing sense of comfort with the use of the internet for shopping. 
Roughly 10 percent of the world’s population (more than 627 million people) have 
shopped online at least once (Jhe, 2014). Malaysia’s online shopping market size 
was RM 1.8 billion in 2010 and it was estimated to be RM 5 billion in 2014 (Jhe 
2014). The current scenario shows a change in the trend of online shopping where 
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in the past, consumers were mainly using online services to purchase/reserve air-
line tickets, hotel rooms, movie tickets and online books, but currently, more and 
more people are going online to buy apparels, cosmetics, accessories, shoes and 
other products. According to Lau,  Lim, and Yap (2010), books and airline tickets 
are still the most common products and services purchased over the internet by 
Malaysian consumers. He asserted that the reason for this is the availability of 
information regarding these products prior to purchase or use.
Consumers can be categorized into three major groups comprising of Baby 
Boomers, Generation X and Generation Y. This division is based on age factor 
where researchers have asserted that generational cohorts are just one way to ca-
tegorize a group of people with similarities for instance by using the era in which 
individuals were born and when they came of age. According to  generational 
experts, Howe and Strauss (1991), generations are shaped by a particular span 
of time and they claim that it is a group of people who share a time and space in 
history that lends them a collective persona. They went on to add that the ‘span of 
a generation is roughly the length of a phase of life’. However, according to Mc-
MKPFNGCPF9QNſPIGT
VJKUFGſPKVKQPKUPQVGPVKTGN[JGNRHWNVQFC[DGECWUG
the commonalities of today’s generations have cut through global, cultural and 
socioeconomic boundaries. They went on to add that the impact of globalisation, 
largely made possible through the various technologies of today, the youth in Aus-
tralia, the USA, the UK, Germany and Japan are shaped by the same events, trends 
and developments: they are avid users of social media and online technologies, are 
YKVPGUUKPICPWPRTGEGFGPVGFCIGKPIKPVJGKTRQRWNCVKQPUCPFCTGOQTGſPCPEKCNN[
endowed and formally educated than any generation preceding them. Based on 
the claims made by them, the researchers in this study have adopted Gibson et. al. 
(2009)  categorization of the generations, where  Baby Boomers are said to be born 
between 1946 to 1964, Generation X, between 1965 to 1980 and Generation Y, 
between 1981-2000. The selection was done with the presumption that the division 
could be said to cover generations in all the countries around the world including 
/CNC[UKC6JKUEQPEWTUVQVJGFGſPKVKQPVJCVCIGPGTCVKQPECPDGUGGPCUCITQWRQH
RGQRNGDQTPKPVJGUCOGGTCUJCRGFD[VJGUCOGVKOGUCPFKPƀWGPEGFD[VJGUCOG
social markers – in other words, a cohort united by age and life stage, conditions 
CPFVGEJPQNQI[GXGPVUCPFGZRGTKGPEGU
/EMKPFNGCPF9QNſPIGT
Many researchers in the past have studied purchasing behavior of these three 
generations. According to a study conducted by Forrester  Research in the United 
States, Generation Y is the major user of internet technology followed by Gene-
ration X and lastly by Baby Boomers. A few studies have also been conducted 
on the relationship between segmentation of generational cohorts with purchasing 
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DGJCXKQTOQTGURGEKſECNN[KPVJGFQOCKPUQHHCUJKQP
.KVVTGNNGVCN2GPVG-
cost and Andrews, 2010), travel and tourism (Beldona, 2005), wine consumption 
(Fountain and Lamb, 2011) and fair-trade consumption (Ma et. al., 2012). It has 
also been found that the different experiences and preferences of various genera-
tional cohorts can result in differences in purchasing behavior and the level of bu-
yer involvement for distinct types of products (Parment, 2013). From consumers’ 
perspective, the internet has provided more control in accessing information and 
they credit the pull for online content as a result from the opportunity given to 
decide when, where, what, and how much commercial content they wish to view.
The internet also allows consumers to access an unlimited range of products 
and services from companies around the world, and it has reduced the time and 
effort consumers spend on shopping (Ko et al., 2004 and Lim,Yap and Lau, 2010). 
Hernandez, Jimenez and Martin (2011) carried out a research to analyse whether 
individuals’ socioeconomic characteristcs, namely, age, gender and income in-
ƀWGPEGQPNKPGUJQRRKPIDGJCXKQWT6JGKTTGUWNVUKPFKECVGFVJCVVJGUGHCEVQTUFQPQV
condition the behaviour of the experienced e-shopping. In their study, they also 
ENCKOGFVJCVVJGGHHGEVUQHUQOGXCTKCDNGVJQWIJVVQDGETWEKCNHTQOſPFKPIUHTQO
previous studies may have changed and this could be a result of the rapid evolu-
tion of of e-commerce in recent years. The research by Sorce, Perotti and Widrick 

EQPFWEVGFCOQPIUCORNGUCNUQKPFGPVKſGFVJCVCIGYCUPGICVKXGN[EQ-
rrelated with online pre-purchase search but was positively correlated with online 
purchasing when pre-purchase search behaviour was taken into consideration. The 




products or services online, younger shoppers reported searching for more pro-
ducts than the older group. Secondly, when the search for the product was taken 
into consideration, older consumers were more likely to purchase once they had 
searched for the item online. Despite the numerous researches on purchasing beha-
vior in relation to different generation, there is a gap in the research related to per-
ceptions of the challenges of online purchasing among the three generations which 
VJKUTGUGCTEJCKOUVQſNN6JKURCRGTKUFKXKFGFKPVQVJGHQNNQYKPIUGEVKQPU6JGſTUV
section reviews the literature of online purchasing. The method section furnishes 
FGVCKNUQPFCVCEQNNGEVKQPHTCOGYQTMQHUVWF[CPFCPCN[UKU6JGPKPVJGſPFKPIU
section, the analysis of the responses obtained from the survey  are discussed. The 
EQPENWUKQPUGEVKQPJKIJNKIJVUVJGMG[ſPFKPIUCPFRTQXKFGUTGEQOOGPFCVKQPHQT
future research. 
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Literature Review
Internet and Online Purchasing 
The internet has entered the mainstream consciousness of society over the past 
decade and Jhe (2014) attributes this to the web’s graphical interface as well as the 
change in the controlling body, where it has moved from the government to the 
private sector. They went on to add that companies have started using the internet 
with the aim of cutting marketing costs, thereby reducing the price of the products 
and services in order to stay ahead in the highly competitive market. According to 
Changchit (2006), an increasing number of people are gravitating towards more 
intensive use of the internet as the accessibility of technology, the availability of 
information, and the ability to interact through the internet increase and evolve. 
Internet based services offer many advantages to providers and to users. Principal 
advantages are convenience, speed, accessibility, timeliness and cost effective-
ness. However, the drawbacks are that many computer applications were origina-
lly designed to deliver these advantages rather than provide high levels of security 
(Johnson and Krone, 2007).
Apart from the issue of systems’ security, an internet user may also be vulne-
rable to exploitation or attack in terms of the security applied in conducting any 
online transaction (Johnson and Krone, 2007). Fraud and internet crime are recog-
nised as important issues for governments and private businesses worldwide. An 
area of growing concern is the impact of criminal activity on householders who use 
the internet (Johnson and Krone, 2007). In addition, according to Browne, Durrett 
and Wethebe (2004), other internet business problems include the need to struc-
ture internal and external business processes to serve customers appropriately, the 
need to provide adequate technological and physical infrastructures, and the need 
to understand customer consumption processes in ‘virtual’ and physical environ-
ments. According to Hernandez, Julio and Martin (2011), in the last few decades, 
extensive research has been conducted into information technology (IT) adoption, 
testing a series of factors considered to be essential for improved diffusion and 
these researches can be divided into three groups where some studies analyse IT 
characteristics such as usefulness, ease of use and/or security (Davis, 1989; Yu et 
al., 2005), others focus on the emotions and experiences of users (Agarwal and 
Prasad, 2000; Fiore and Kim, 2007) and a third group attempts to determine the 
importance of socioeconomic user characteristics, such as age, gender, educational 
level, place of residence and income.
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Online Purchasing and Generation 
Generation is a strong determinant of online purchasing behavior. This has 
been proven in past researches where generally it has been found that Generation 
Y contributes to the highest percentage of online purchasing, followed by Genera-
tion X and Baby Boomers. According to Lachman and Brett (2013), Generation Y 
takes shopping seriously and spends a lot of online time researching, fantasizing, 
EQPUKFGTKPIƀCUJUCNGRTQOQVKQPUEJGEMKPIQWVYJCVEGNGDTKVKGUCTGYGCTKPICPF
VJGPKOCIKPKPIJQYVJG[YQWNFNQQMKPUKOKNCTQWVſVUWUKPIRKPVGTGUVEQOVQUJC-
re items with family members, and keeping up with food and fashion blogs. This 
KU UWRRQTVGFD[ VJGſPFKPIUQH%QPUWOGT$GJCXKQT4GRQTV 
YJKEJUVCVGF
Generation Y is more immersed in online and mobile activities including social 
networks (86%), podcasts (57%), blogs (50%) and text messaging (96%) than any 
other generation. However, the National Australia Bank’s Online Retails Sales In-
dex shows that online spending is dominated by Generation X (cited in Bainbridge, 
2013). Although studies have indicated differences in their researches with regards 
to online purchasing and generation, it can generally be summed that the highest 
percentage of online shopping is done either by Generation X or Y with Baby Boo-
OGTUDGKPIVJGNQYGUV#UCTGUWNVQHVJGEQPVTCFKEVKQPUKPVJGſPFKPIUQHTGUGCTEJ
on age and online purchasing with some indicating that younger generation tend 
to shop more online (Dholakia and Uusitalo, 2002 and Joines et al., 2003) while 
others have found that older consumers were more likely to shop online (Donthu 
and Garcia, 1999 and Korgaonkar and Wolin, 1999), Sorce, Perotti and Widrick 
(2005) have concluded that demographic factors versus shopping motivations and 
attitudes in predicting online shopping remains an open question. 
Consumers’ Perceptions on Online Purchasing 
Consumers’ perceptions towards online shopping has been broadly researched 
by various researchers and scholars with a wide range of methods to compare con-
UWOGTDGJCXKQTKPQPNKPGUJQRRKPIVQVJCVQHVTCFKVKQPCNQHƀKPGUJQRRKPIDGJCXKQT
(Gupta, 2013). According to Li and Zhang (2002), there are in-depth studies on 
online shopping attitudes and behavior in recent years where most of them have 
CVVGORVGFVQKFGPVKH[HCEVQTUKPƀWGPEKPIQTEQPVTKDWVKPIVQQPNKPGUJQRRKPICVVKVW-
des and behavior. Internet knowledge, income and education level were found to 
be powerful predictors of internet purchases among university students according 
to an online survey of 425 U.S. undergraduate and MBA students (Case, Burns, 
and Dick, 2001). Ho and Wu (1999) discovered that there are positive relations-
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JKRUDGVYGGPQPNKPG UJQRRKPIDGJCXKQTCPFſXGECVGIQTKGUQH HCEVQTUYJKEJ KP-
clude e-stores logistical support, product characteristics, websites technological 
characteristics, information characteristics and homepage presentation. Schubert 
and Selz (1999) examined the quality factors of electronic commerce sites in terms 
of information, agreement and settlement phases. 
Researchers have also carried out various researches using different methods 
CPFJCXGTGXGCNGFſPFKPIUVJCVCTGUKOKNCTCUYGNNCUFKHHGTGPVYKVJTGICTFUVQEQP-
sumers’ perceptions of online shopping.  Changchit (2006) carried out a survey in 
South Western United States University (US) to identify the differences between 
EQPUWOGTUYJQRTGHGTQPNKPGUJQRRKPICPFVJQUGYJQRTGHGTQHƀKPGUJQRRKPI6JG
responses from 107 individuals indicated differences in the perception of the con-
UWOGTUCUVQVJGHCEVQTUQHRCUVGZRGTKGPEGDGPGſVUEQPXGPKGPEGCPFNGXGNUQHWP-
certainty between those who preferred online shopping and those who did not. One 
UKIPKſECPV ſPFKPIYCU VJCV RQUKVKXG RCUV GZRGTKGPEG JCF C RQUKVKXG TGNCVKQPUJKR
with desire to shop online. Parment (2013) asserted that Baby Boomers in Sweden 
showed a higher degree of involvement for grocery product and paid more atten-
tion to optimizing purchase decision especially on clothes for example by avoiding 
RQQTSWCNKV[QHENQVJKPICPFD[OCMKPIUWTGFKHHGTGPVGNGOGPVUQHVJGYCTFTQDGſV
together as compared to Generation Y. On the other hand, Generation Y is more in-




pping intention while perceived risk, perceived price and products/services attribu-
tes showed negative relation to online shopping. Another study in Malaysia by Tan 
(2012) focused on how various factors such as experiences studying abroad, use 
QHKPVGTPGVCPFQPNKPGUJQRRKPIJCDKVUKPƀWGPEGFEQPUWOGTUŏRGTEGRVKQPUQHVJG
E-Commerce industry. He concluded that Malaysian consumers are heavy users of 
the internet but the differences were noted based on the factors stated. For exam-
RNGEQPUWOGTUYJQJCFGZRGTKGPEGUVWF[KPICDTQCFFKFPQVſPFVJGKPCDKNKV[VQ
view the quality of the product as a deterrent. 
Despite these extensive researches, perceptions of Malaysian online consumers 
are still limited especially with regards to challenges faced. Research to identify 
the differences between the perceptions of the three generation is also limited. 
6JWUVJKUTGUGCTEJCKOUVQſNNVJKUICRD[UVWF[KPIVJGRGTEGRVKQPUCPFEJCNNGPIGU
of online purchasing from Baby Boomers, Generation X and Y’s point of views. 
+PVJGEWTTGPVUVWF[VJGTGUGCTEJGTUCKOVQſPFCPUYGTUVQHQWTURGEKſETGUGCTEJ
questions inclusive of the perspectives of Baby Boomers, Generation X and Gene-
TCVKQP;QPVJGHCEVQTUVJCVKPƀWGPEGVJGKTKPVGPVKQPVQRWTEJCUGQPNKPGCPFVJGEJC-
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NNGPIGUVJG[HCEGYKVJQPNKPGRWTEJCUKPI6JGTGKUCUKIPKſECPVPGGFHQTVJKUMKPF
study for most studies done on factors affecting online shopping was done during 
the initial phase of development of IT where individuals were not using technology 
at the rate it is being done now (Hernandez, Jimenez, and Martin, 2011).
 
Factors Affecting Online Purchasing 
4GUGCTEJQPHCEVQTUKPƀWGPEKPIQPNKPGUJQRRKPIKUGZVGPUKXG
$GNNOCP.QJUG
and Johnson, 1999; Bhatnagar, Misra and Rao, 2000; Chang et al, 2004; Limayem 
et al, 2000; Sim and Koi, 2002; Ahn, Ryu and Han, 2004; Liu and Wei, 2003 as 
well as O’Cass and Fenech, 2003 cited in Thananuraksakul, 2007). Among the fac-
tors that have been highlighted by these researchers are convenience, time saving, 
ease of use, nature of products, competitive price and trust in online shopping. Be-
UKFGUVJGUGCEEQTFKPIVQ/CP
QVJGTHCEVQTUKPƀWGPEKPIQPNKPGRWTEJCUKPI
listed by researchers are online sellers’ websites and photos of products (Lohse and 
Spiller 1998; Park and Kim 2003), geography and store accessibility (Farag et al. 
RGTEGKXGFTKUMCPFQPNKPGUJQRRKPIDGPGſVU
2KTGU5VCPVQP'EMHQTF
typology of online stores (Moe 2003), pleasure and web trust (Ha and Stoel 2009), 
attitudes to online shopping (Dittmar et al. 2004; Ahn, Ryu, and Han 2007) and the 
impact of consumers’ socio-economic conditions (Farag et al. 2006). 
Challenges in Online Purchasing 
Today, although e-commerce technology has revolutionized the process of bu-
ying and selling of products/ services, the nature of online shopping which uses 
internet, network and web based technologies has brought to light numerous cha-
llenges associated with security, protection and trust (Udo, 2001; Roca, Garcia 
and Vega, 2009; Chen and Barnes, 2007; as well as Roman and Cuestas 2008 cited 
by  Abdulghader et. al., 2012). Abdulghader et.al. also went on to add that there is 
increasing concern over online shopping because of insecurity, lack of customers’ 
protection and trust which are vital elements for a successful online transaction be-
VYGGPEQWPVTKGUQTICPK\CVKQPUCUYGNNCUKPFKXKFWCNU6JGUGſPFKPIUCTGUWRRQTVGF
by Jun and Noor Ismawati Jaafar (2011), who claim that online security, privacy 
protection, and after-sales service are also challenges  of online shopping. The 
Guardian (2014) reported that nearly half of consumers who bought goods online 
over the past two years had problems with their purchase and they listed deliveries 
arriving late, goods arriving faulty/damaged or goods not arriving at all as three of 
the most common challenges faced in online purchasing.
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Research  Objectives 
The purpose of this research is to provide insight into issues related to online 
shopping. A survey was carried out among the public comprising of Baby Boo-
mers, Generation X and Generation Y to identify their perceptions on the challen-
IGUVJG[HCEGYKVJQPNKPGRWTEJCUKPI6JGURGEKſEQDLGEVKXGUQHVJKUTGUGCTEJCTG
Ŗ To identify the factors affecting online purchasing among the three genera-
tions; Baby Boomers, Generation X and Generation Y.
Ŗ To evaluate the relationship between the factors affecting online purchasing 
and generations of online purchasers.
Ŗ To examine the challenges faced in online purchasing by the three genera-
tions; Baby Boomers, Generation X and Generation Y.
Ŗ 6QGXCNWCVGYJKEJOCTMGVKPIUVTCVGIKGUKPƀWGPEGVJGQPNKPGRWTEJCUKPIDG-
havior of the three generations.
Research Methodology
The purpose of this study is to identify the factors affecting online purchasing 
among the three generations and to identify the challenges faced in online purcha-
sing by them. In addition, the study also aimed to ascertain the marketing strategy 
VJCVKPƀWGPEGUVJGQPNKPGRWTEJCUKPIDGJCXKQTQHVJGUGVJTGGIGPGTCVKQPU+PNKPG
with this, the researchers adopted a quantitative research method. According to 
Creswell (2013), a quantitative research method deals with statistical, mathemati-
cal or numerical data where data is collected through primary research from a large 
sample size and analyzed using statistical software. Accordingly, the researchers 
collected the data using a survey questionnaire with psychometric Likert Scale 
questions. A non-probability purposive sampling method was adopted. The ques-
tionnaire was distributed to 400 respondents from the three generations in Klang 
valley in Malaysia and 240 usable questionnaires were analyzed using SPSS. The 
questionnaire was divided into two parts which are Section A and Section B. There 
YGTGUKZKVGOUKPUGEVKQP#YJKEJYGTGFGUKIPGFVQUGGMFGOQITCRJKERTQſNGQH
the respondents including gender, age, education level, employment status, total 
numbers of year’s employed and monthly basic salary. In section B, there were 
ſXGKVGOUEQORTKUKPIQHGZRGTKGPEGKPQPNKPGUJQRRKPIV[RGUQHRTQFWEVUUGTXKEGU




sured using the scale of 1 to 5, Strongly Disagree to Strongly Agree. According to 
117S. Dhanapal et al.  /  Contaduría y Administración 60 (S1) 107-132
LaMarca (2011), Likert–type scale is a scale that can be easily read and understood 
by the respondents as well as enables the researcher to easily construct and manage 
the data. A pilot test of the survey questionnaire was conducted on 30 respondents 
VQKFGPVKH[ƀCYUKPVJGSWGUVKQPPCKTG#EEQTFKPIVQ%TQUUOCP
CRKNQVUVWF[




The researchers used a framework that combines Kotler et.al (2005) and Mc 
%CTVJ[ŏU
FGUKIPCUUJQYPKPſIWTG 
Fig. 1. Theoretical Framework (adapted from Kotler, 2005 and Mc Carthy, 1978)
Findings
6JKUUGEVKQPQHVJGRCRGTFKUEWUUGUVJGſPFKPIUQHVJGTGUGCTEJCEEQTFKPIVQVJG
four research objectives; to identify the factors affecting online purchasing among 
the three generation; Baby Boomers, Generation X and Generation Y, to evaluate 
the relationship between the factors affecting online purchasing and generations 
of online purchasers, to examine the challenges faced in online purchasing by the 
three  generations; Baby Boomers, Generation X and Generation Y and  to evalua-
te the marketing strategies that affect  the three generations intention to purchase 
on line. Prior to the discussion, a brief description of the demographics related to 
the sample used in the study is given. A total of 400 questionnaires were distribu-
ted among the three generations comprising of both males and females. Out of this, 
310 were returned. The researchers randomly selected 80 from each generation to 
GPUWTGTGUWNVUCTGTGƀGEVGFCEEWTCVGN[6JWUVJGCPCN[UKUYCUDCUGFQPUCO-
ples. The demographics of these samples are shown in Table 1.
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Table 1.







45% (108) were females. 
Since past literature indicates that educational background and income plays 
CUKIPKſECPVTQNGKPFGVGTOKPKPIVJGEQPUWOGTUŏKPVGPVKQPVQRWTEJCUGQPNKPGVJG
researchers sought to identify this background information through the question-
PCKTG6CDNGCPFKPFKECVGVJGſPFKPIU
Table 2.
Educational Background of the Sample.
Baby Boomers Generation X Generation Y
Secondary School 18.8 13.8 1.2
Diploma 18.8 26.2 9
Bachelor’s Degree 25 35 81.2
Master’s Degree 22.5 15 6.2
PhD 10 6.2 1.2
1VJGT2TQHGUUKQPCN3WCNKſECVKQP 3.8 3.8 1.2
Incomplete 1.2 0 0
Total 100 100 100
As shown in Table 2, 25% of Baby Boomers are degree holders, 23% are Mas-
ters holders and 10% are PhD holders. With regards to Generation X, 61% are 
degree holders,  15% are Masters holders and 6 are PhD holders. A large percenta-
ge, 81% of the Generation Y, are pursuing a Bachelor’s degree or have completed 
VJGKTſTUVFGITGGUCTGOCUVGTJQNFGTUCPFCTG2J&JQNFGTU
Table 3.
Income Bracket of Samples.
Baby Boomers Generation X Generation Y
RM 2000 and below 10 6.2 31.2
RM 2000 - RM 4000 8.8 33.8 15
RM 4001 - RM 6000 21.2 28.8 15
RM 6001 - RM 8000 20 10 10
RM 8001 and above 36.2 18.8 20
Incomplete 3.8 2.5 8.8
Total 100 100 100
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Table 3 indicates that the largest percentage (36%) of the Baby Boomers are 
earning an income of RM 8000 and above while the majority of Generation X 
( 34%)  fell under the income group of RM 2000 to RM 4000. On the other hand, 
a large percentage (31%) of Generation Y are earning an income ranging between 
RM 2000 and below.
The income groups of the rest are distributed under the other income brackets: 
RM 2000 and below, RM 2001 to RM 4000, RM 4001 to RM 6000, and RM 6001 
to RM 8001 and above. The researchers used the educational background and in-
EQOGCUXCTKCDNGU VQ KFGPVKH[ KH VJGUGXCTKCDNGUYGTG UKIPKſECPVN[ TGNCVGF VQ VJG
perception of shopping online. This will be discussed further.










0 3 1.2 1.2 1.2
Full Time 141 58.5 58.8 60
Part Time 15 6.2 6.2 66.2
Contract 5 2.1 2.1 68.3
Freelance 18 7.5 7.5 75.8
Unemployed 58 24.1 24.2 100
Total 240 99.6 100
Missing System 1 0.4
Total 241 100
Table 4 shows that a large percentage of the samples are employed fulltime 
(59%). 24% of the samples are unemployed. These samples are representatives of 
Generation Y and they are still studying. A small percentage of samples are free-
lance workers (8%), part time workers (6%) and contract workers (2%). 
Table 5 shows the years of experience of the samples. In terms of years of ex-
perience, a large percentage have been working for more than 16 years (37%). On 
the other hand, 10% of the samples have been working between 11 to 15 years, 
12% between 6 to 10 years, 12% between 1 to 5 years and 23% less than a year.
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Table 5.






0 12 5 5 5
Less than 1 year 55 22.8 22.9 27.9
1 -5 years 30 12.4 12.5 40.4
6-10 years 29 12 12.1 52.5
11-15 years 25 10.4 10.4 62.9
16 years and above 89 36.9 37.1 100
Total 240 99.6 100
Missing System 1 0.4
Total 241 100
Online Purchasing Experience According to Gender and Generations
From the questionnaire collected, the researchers did a frequency count as to 
the number of samples according to gender and generation who have done online 
UJQRRKPI6CDNGCPFUJQYVJGſPFKPIU
Table 6.
Online Purchasing Experience According to Gender.





Count 105 27 0 132
% within Gender 79.5% 20.5% 0% 100%
Female
Count 84 23 1 108
% within Gender 77.8% 21.3% 0.9% 100%
Total
Count 189 50 1 240
% within Gender 78.8% 20.8% 0.4% 100%
6JGſPFKPIUKP6CDNGKPFKECVGVJCVDQVJOCNGUCPFHGOCNGUJCXGGZRGTKGPEG
shopping online. 80% of males and 78% of females from the sample size have pre-
viously done online shopping. Thus, it shows that there is not much  difference ac-
EQTFKPIVQIGPFGTYKVJTGICTFUVQRWTEJCUKPIQPNKPG6JKUſPFKPIUEQPVTCFKEVURCUV
researchers (Alreck and Settle, 2002; Brown  et al. 2003; Donthu and Garcia, 1999; 
Korgaonkar and Wolin, 1999; Levy, 1999; Li et. al., 1999; Rodgers and Harris 
2003; Slyke et al., 2002 and  Stafford et al., 2004 cited in Zhou, 2007) who found 
that male consumers make more online purchases and spend more money online 
than females; they are equally or more likely to shop online in the future, and are 
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equally or more favorable of online shopping. Literature review has also revealed 
that most of the internet shoppers are men, earning high incomes and owning a 
university education (Dholakia and Uusitalo, 2002; Li et al., 1999; Vrechopoulos 
et al., 2001 cited in Nayyar and Gupta 2010). 
Table 7.
Online Purchasing Experience According to Generations.





Count 65 15 0 80
% within Generation 81.2% 18.8% .0% 100.0%
Generation X
Count 66 14 0 80
% within Generation 82.5% 17.5% .0% 100.0%
Baby 
Boomers
Count 58 21 1 80
% within Generation 72.5% 26.2% 1.2% 100.0%
Total Count 189 50 1 240
% within Generation 78.8% 20.8% .4% 100.0%
6JGſPFKPIU KP6CDNG  KPFKECVG VJCV CNN VJTGG IGPGTCVKQPU FQ UQOG HQTOQH
purchasing online. However, both Generation X and Y do it more than Baby Boo-
mers. 83% of Generation X and 81% of Generation Y have purchased products/
services online. In the case of Baby Boomers, only 73% have done online shop-
ping. The higher percentage of Generation X and Y purchasing online is linked 




of information has become the rule for them as they are multi-taskers who use 
VJGKTOQDKNGRJQPGUHQTLWUVCDQWVCP[VJKPI2CTOGPVŏUſPFKPIUECPCNUQCRRN[VQ
Generation X. According to Hernandez, Jimenez and Martin (2011), a review of 
of literature shows that computer skills are more easily learned by younger indi-
viduals (Czara et. al., 1989) and older people perceive greater risks (Morris and 
Venkatesh 2000). Further they citied Trocchia and Jada, (2008) who also showed 
UKOKNCTſPFKPIUYJGTG VJG[ NKUVGF VJTGG QDUVCENGUYJKEJOCMGQNFGT EQPUWOGTU
reluctant to do online shopping which comprise lack of IT experience, resistance 
to change and their insistence on trying out the product before purchase. These 
ſPFKPIUCTGRTQXGPVTWGKPVJGEWTTGPVUVWF[YJKEJUJQYUVJG)GPGTCVKQP:CPF;
do online purchasing to a larger degree compared to Baby Boomers. 
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Factors Affecting Online Purchasing of the Baby Boomers, Generation X and 
Generation Y
Prior to analyzing the factors that affects the online purchasing among the three 
generations, the researchers sought to identify the most common products pur-
chased by the three generations and also the preferred method of purchasing these 
products. A list of commonly purchased products was given to the samples who 
were then asked to identify their preferred method of purchase; over the internet 
or at the retail store. The selection of products was made based on a pilot study 
that was carried out to identify the most commonly purchased products at a regular 
DCUKU6CDNGUJQYUVJGſPFKPIU
Table 8.
Commonly Purchased Product (%).
 Baby Boomers Generation X Generation Y
Variables Online Retail Online Retail Online Retail
Groceries 1 99 6 94 4 96
Cosmetics 10 90 15 85 6 94
Books/ CDs 26 74 30 70 25 75
Clothes 9 91 16 84 24 76
Furniture 5 95 14 86 9 91
Electronic gadgets 21 79 30 70 25 75
Computers/Mobiles 19 81 30 70 14 86
Airline/Railway tickets 51 49 59 41 74 26
Cinema tickets 65 35 72 28 74 26
Holiday packages 49 51 58 42 59 41
1WVQHVJGVGPRTQFWEVUUGTXKEGUIKXGPKPVJGNKUVVJGſPFKPIUKPFKECVGFVJCVVJG
VJTGGIGPGTCVKQPUŏRTGHGTTGFOGVJQFQHRWTEJCUKPIYCUUKOKNCTHQTVJTGGURGEKſE
products: cinema tickets (Baby Boomers, 65%, Generation X, 72% and Genera-
tion Y, 74%), airlines/ railway tickets (Baby Boomers, 51%, Generation X, 59% 
and Generation Y, 74%), and holiday packages (Baby Boomers, 49%, Generation 
X, 58% and Generation Y, 59%) where they all opted buying over the internet as 
VJGKTRTGHGTTGFOGVJQF1PGUKIPKſECPVQDUGTXCVKQPKUVJCVKPVJGECUGQHJQNKFC[
packages, the difference in percentage of Baby Boomers’ preference between pur-
EJCUKPICVTGVCKNUVQTGCPFQPNKPGKUPQVXGT[UKIPKſECPV
6JGTGUVQHVJGUGXGP
products inclusive of groceries (Baby Boomers, 99%, Generation X, 94% and Ge-
neration Y, 96%), cosmetics, (Baby Boomers, 90%, Generation X, 85% and Gene-
ration Y 94%), books/CDs (Baby Boomers, 74%, Generation X, 70% and Gene-
ration Y, 75%), clothes (Baby Boomers, 91%, Generation X, 84% and Generation 
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Y, 76%), furniture (Baby Boomers, 95%, Generation X, 86% and Generation Y, 
91%), electronic gadgets (Baby Boomers, 79%, Generation X, 70% and Genera-
tion Y, 75%), and computer products/mobiles (Baby Boomers, 81%, Generation 




compared the traditional way of shopping and online shopping and concluded that 
online shopping is a more convenient way compared to the traditional ones. His 
conclusion was based on the fact that the internet allows for more information to 
be gathered with a minimal amount of effort, inconvenience, and invested time by 
VJGEQPUWOGT/QPUWYGŏUſPFKPIUKUCRRNKECDNGVQVJGEWTTGPVſPFKPIUYJGTGVJG
samples from the three generations preferred purchasing cinema tickets, airline/ 
railway tickets and holiday packages online. This is probably because the above 
activities are time consuming.
Table 9 shows the relationship between the factors affecting online purchasing 
and generation of online purchasers.




ment on whether these factors affect their intention to purchase online. A corre-
lation analysis was done to determine the relationship between the variables. The 
analysis was done to determine whether the demographic factors such as gender, 
IGPGTCVKQPGFWECVKQPGORNQ[OGPVCPFUCNCT[KPƀWGPEGUVJGEQPUWOGTUŏQPNKPG
purchasing behavior.
The result proved that there is a positive correlation between generation and 
social factors with (r = 0.178, sig. level = 0.006).  The social factors indicated in 
the questionnaire comprise the following statements; products are also used by 
family and friends, products are endorsed by celebrities, suppliers are engaged 
in corporate social responsibility and there is online feedback of products. The 





positive relationship with personal characteristics (r= 0.141, sig. level 0.029) and 
social factors (r=0.166, sig. level 0.11).  
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Table 9.
Relationship between the Factors Affecting Online Purchasing and Generation of Online Purchasers.














1 0.041 -0.101 0.088 -0.131* -0.095 0.016 0.019 -0.01 -0.099
Sig.(2-tailed) 0.527 0.118 0.173 0.042 0.142 0.811 0.765 0.88 0.128
N  240 240 240 240 238 237 239 237 238
Generation Pearson Correlation 1 -0.027 -0.397** 0.28** 0.099 0.057 0.008 .178** 0.99
Sig.(2-tailed)  0.679 0.000 0.000 0.129 0.382 0.904 0.006 0.129
N   240 240 240 238 237 239 237 238
Education Pearson Correlation  1 -0.091 0.309** 0.057 0.006 0.048 -0.04 -0.053
Sig.(2-tailed)   0.161 0.000 0.385 0.921 0.462 0.543 0.416
N    240 240 238 237 239 237 238
Employment Pearson Correlation   1 --0.245** 0.014 -0.032 0.072 -0.075 0.004
Sig.(2-tailed)    0.000 0.830 0.624 0.269 0.249 0.956
N     240 238 237 239 237 238
Salary Pearson Correlation    1 0.141* 0.084 0.09 0.166* 0.052
Sig.(2-tailed)     0.029 0.197 0.163 0.011 0.427
N      238 237 239 237 238
Personal Characteristics Pearson Correlation     1 .458** .289** .467** .524**
Sig.(2-tailed)      0.000 0.000 0.000 0.000
N       236 238 236 237
Psychological factors Pearson Correlation      1 .362** .372** .419**
Sig.(2-tailed)       0.000 0.000 0.000
N        237 236 237
%WNVWTCN+PƀWGPEG Pearson Correlation       1 .327** .240**
Sig.(2-tailed)        0.000 0.000
N         237 238
Social factors Pearson Correlation        1 .368**
Sig.(2-tailed)         0.000
N          237
Marketing mix strategies Pearson Correlation         1
Sig.(2-tailed)          
N           
p>0.001*     p>0.005**
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The personal characteristics include lifestyle, the liking for the products, cu-
TTGPVRQUKVKQPYJGVJGT VJG[CTGUVWFGPVUQHſEGYQTMGTUQTRTQHGUUKQPCNUCUYGNN
as trends of the generations. This proved that consumers who have high incomes 
do more online shopping. Baby Boomers, who earned higher also, prefered to buy 
RTQFWEVUQHEWTTGPVVTGPFUVQWRITCFGVJGKTNKHGUV[NG6JKUſPFKPIKUEQPUKUVGPVYKVJ
previous researchers where it was found that income is positively related to the 
tendency to shop online (Bagchi and Mahmood 2004; Donthu and Garcia 1999; 
Korgaonkar and Wolin 1999; Li et al. 1999; Susskind 2004 cited in Zhou 2013; 
%WPPKPIJCOCPF%WPPKPIJCOEKVGFKP0C[[CTCPF)WRVC6JGſP-
FKPIUCNUQKPFKECVGFVJCVRU[EJQNQIKECNHCEVQTUHCEVQTUTGNCVGFVQEWNVWTCNKPƀWGPEG
and marketing mix strategies have negative relationship with salary. In the studies 
of Hernandez, Jimenez and Martin (2011), higher income causes internet users to 
perceive lower implicit risks in online purchasing and thus increase their demand 
for such activity while on the other hand, low income is a deterrent to online tran-
UCEVKQPUCUVJG[FQPQVJCXGVJGCDKNKV[VQYKVJUVCPFRQUUKDNGſPCPEKCNNQUUGU
6JGſPFKPIUKPVJKUUVWF[KUEQPUKUVGPVYKVJRCUVNKVGTCVWTG*QYGXGTECWVKQP
must be taken in coming to a conclusion as the study of Hernandez, Jimenez and 
/CTVKP
JCUCNUQRTQXGPVJCVVJGWUGTŏUKPEQOGQPN[JCUGHHGEVQPVJGſTUV
e-commerce activity which changes once users have acquired experience in the 
activity. Their view is supported by the study of Al-Somali et. al. (2009). This re-
UGCTEJJQYGXGTFKFPQVUVWF[VJGFKHHGTGPEGKPTGNCVKQPUJKRDGVYGGPCIGCPFſTUV
instance of online purchasing and subsequent online purchasing. At this point, it 
is also important to take note of the implication from Sorce, Peratti and Widrick’s 
study (2005) where it is stated that different marketing approaches are necessary 
for the different consumer age segments. Older consumers may need to be induced 
VQIGVQPNKPGKPVJGſTUVRNCEGYJKNG[QWPIGTEQPUWOGTUYKNNTGSWKTGGPVKEGOGPVVQ
translate their shopping and browsing into actual purchasing.
Challenges Faced in Online Purchasing by Baby Boomers, Generation X and Ge-
neration Y
The researchers asked the samples to identify the common challenges that they 
HCEGKPQPNKPGUJQRRKPI6GPEJCNNGPIGUUGNGEVGFHTQOſPFKPIUQHRCUVTGUGCTEJGTU
were used as variables and the respondents were asked to evaluate if they found 
VJGOVQDGCEJCNNGPIGFWTKPIVJGKTQPNKPGRWTEJCUKPI6JGſPFKPIUCTGKPFKECVGF
in Table 10.
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Table 10.
Challenges faced in online purchasing.
 2GTEGPVCIGQH#ITGGOGPVCUCUKIPKſECPV%JCNNGPIG

Variables   Baby Boomers Generation X Generation Y
Delay in delivery 71 56 56
Risk of credit card transactions 60 60 60
&KHſEWNVKGUKPECPEGNNKPITGVWTPKPIRTQFWEV 54 57 57
2TQFWEVFQGUPQVſVFGUETKRVKQP 55 55 55
Loss of privacy 53 56 56
Poor internet skills 29 20 20
Credibility of vendors 45 51 51
Complexity of purchasing process 35 33 33
&KHſEWNVKGUKPLWFIKPIVJGRTQFWEVSWCNKV[ 50 47 47
Differences in price with retail stores 29 34 34
6JGſPFKPIUKPFKECVGFVJCVVJGEJCNNGPIGVJCVKUHQWPFVQDGVJGOQUVUKIPKſ-




cancelling/returning product delivery (Baby Boomers, 54%, Generation X, 57% 




(Baby Boomers, 50%, Generation X, 47% and Generation Y, 47%) and credibility 
of vendors (Baby Boomers, 45%, Generation X, 51% and Generation Y, 51%) . 
6JGJKIJRGTEGPVCIGQHUCORNGUKPFKECVKPILWFIKPIRTQFWEVSWCNKV[CUCUKIPKſECPV
EJCNNGPIGKUEQPUKUVGPVYKVJVJGſPFKPIUQHRCUVTGUGCTEJGU+VKUEQOOQPN[WPFGTU-
tood that the inability to physically examine products when shopping online in-
creases the risk associated with online shopping. Bhatnugan Misra and Rao (2000) 
concluded that risks associated with not getting what was expected and credit card 
could negatively affect online shopping. According to past researchers, consumers 
often use  product brand name (Dawar and Parker,1994; Greatorex and Mitchell, 
1994) and store name (Bolton and Drew,1991; Teas and Agarwal, 2000) as a su-
rrogate for product quality in order to reduce their risks and simplify their purchase 
decision, especially when shopping online, where many product attributes cannot 




haviour. They concluded that the perception of convenience and informativeness 
KPOCMKPIIQQFEJQKEGUJCUCRQUKVKXGKPƀWGPEGQPKPVGPVKQPVQRWTEJCUGQPNKPG
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YJKNGJKIJRGTEGKXGF TKUMJCUPGICVKXG KPƀWGPEG 6JGſPFKPIUQH VJKU UVWF[ KU
consistent with these reseraches. 
1PGKPVGTGUVKPIſPFKPIKUVJGVJTGGIGPGTCVKQPUFKFPQVEKVGRQQTKPVGTPGVUMKNNU
as a challenging factor as the percentage of respondents  agreeing that it is a cha-
llenge is very low (Baby Boomers, 29%, Generation X, 20% and Generation Y, 
20%).The differences in price of product sold online and at retail stores was also 
PQVKPFKECVGFCUCUKIPKſECPVEJCNNGPIG
$CD[$QQOGTU)GPGTCVKQP:
and Generation Y, 34%). The complexity of the purchasing process was also not 
JKIJNKIJVGFCUCUKIPKſECPVEJCNNGPIG
$CD[$QQOGTU)GPGTCVKQP:
and Generation Y, 33%).
          




Product Price Place Promotion
1 2 1 2 1 2 1 2
Baby Boomers
Count 65 15 55 25 59 21 49 31
Expected Count 57.2 22.8 54.9 25.1 58.5 21.5 47.9 32.1
% with 
Generation
81.2% 18.8% 68.8% 31.2% 73.8% 26.2% 61.2% 38.8%
Generation X
Count 55 25 58 22 60 20 56 24
Expected Count 57.5 22.5 54.2 24.8 57 21 48.3 31.7
% with 
Generation
68.8% 31.2% 72.5% 27.5% 75% 25% 70% 30%
Generation Y
Count 52 58 52 28 57 23 39 41
Expected Count 57.2 22.8 54.9 25.1 58.5 21.5 47.9 32.1
% with 
Generation
65% 35% 65% 35% 71.2% 28.8% 48.8% 51.2%
The researchers asked the respondents to identify which marketing strategies 
affects their online purchasing behavior and the results indicated that for the Baby 
$QQOGTUVJGRTQFWEVUVTCVGI[YCUVJGOQUVUKIPKſECPV
HQNNQYGFD[RNCEG








decision to purchase online for the Generation Y was similar to Generation X 
YJGTGVJG[KFGPVKſGFRNCEGCUVJGOQUVUKIPKſECPVXCTKCDNG
HQNNQYGFD[
both product and price (65%) and promotion (48.8%). In this study, the researchers 
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did not expand the term ‘promotion’ with that of trust as done by some researchers 
(Bhattacherjee, 2002; Gefen, 2003; Mc Knight, Choudhury, Kacmar, 2002 and 
;QQP#EEQTFKPIVQ%JCPIGVCNCNNVJGUGTGUGCTEJGTUHQWPFCUKIPKſECPV
positive effect of trust on intention to purchase where trust is conceptualized as a 
construct where the truster (online purchaser) is willing to be vurnable to the action 
of the trustee (marketer or producer). 
Conclusion
This research was carried out among samples from the three generations to 
identify the perceptions and challenges of online shopping in Malaysia. The pur-
pose was to identify whether there were any differences between the perceptions 
QHVJGVJTGGIGPGTCVKQPU6JGſPFKPIUKPFKECVGFVJCVVJGRGTEGPVCIGQHDQVJHGOCNGU
CPFOCNGUUJQRRKPIQPNKPGKUCNOQUVUKOKNCT9KVJTGICTFUVQIGPGTCVKQPUVJGſP-
dings is consistent with past literature where it is shown that generation X and Y 
do online shopping more than Baby Boomers. In terms of products that are most 





KP KPƀWGPEKPI VJGEQPUWOGTUŏFGEKUKQP VQFQQPNKPGRWTEJCUKPI KU UQEKCN HCEVQTU
which comprised of products used by family and friends, products endorsed by 
celebrtity, suppliers engaged in corporate social responsibility and there is online 
feedback of product. In terms of challenges of online purchasing, all three genera-
VKQPUKPFKECVGFTKUMQHETGFKVECTFVTCPUCEVKQPCUVJGOQUVUKIPKſECPV
The limitations in this study include the sample size which is relatively small 
for generalisations. A larger sample would give more valid results. The research 
also did not take into consideration the difference in perception of a new user with 
that of an experienced user to online shopping. Another limitation is that the cha-
racteritics of Malaysia’s unique population which is rich in cultural diversity with 
its unique practices and tabbos was not taken into consideration in the analysis of 
the sample’s  perceptions and challenges of online shopping. Thus, it is recommen-
ded that research in this area can be further extended to analyze the differences in 
perceptions between the three predominant races in Malaysia as well as differen-
ces between the genders.  It is also recommended that online marketers take into 
consideration the challenges that are perceived by online purchasers  in order to 
cultivate a good impression on online shopping among the three generations. 
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